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Pembentukan citra sebuah merek merupakan upaya kritis dalam membangun 
ekuitas terhadap merek. Sebab citra itulah yang ditangkap, disadari keberadaannya, 
dan dipercaya oleh konsumen. Tujuan penelitian ini adalah untuk menjelaskan 
pengaruh brand image terhadap terbentuknya brand awareness dan brand equity 
pada pendengar Radio Solo FM Surakarta. Metode penelitian menggunakan 
penelitian explanatory research. Populasi dalam penelitian ini adalah seluruh pelajar 
dari SMA Negeri 2 Surakarta. Jumlah sampel yang diambil dalam penelitian ini 
sebanyak 60 orang (responden). Teknik samping menggunakan quota sampling. Uji 
instrumen penelitian menggunakan uji validitas dan reliabilitas. Teknik analisis data 
menggunakan path analysis (analisis jalur). Hasil penelitian menunjukkan bahwa: 1) 
Brand image berpengaruh positif terhadap brand awareness. Hasil pengujian 
hipotesis pertama memperoleh nilai thitung sebesar 3,632 diterima pada taraf 
signifikansi 5% (p<0,05) dan H1 diterima. Artinya semakin baik citra merek, maka 
semakin tinggi brand awareness responden; 2) Brand image berpengaruh positif 
terhadap brand equity. Hasil pengujian hipotesis kedua memperoleh nilai thitung 
sebesar 6,963 diterima pada taraf signifikansi 5% (p<0,05) dan H2 diterima. Artinya 
citra merek yang unik, kuat dan disukai akan membawa merek berada dalam posisi 
yang strategis dalam memori konsumen untuk meningkatkan ekuitas merek; 3) 
Brand awareness berpengaruh terhadap brand equity. Hasil pengujian hipotesis 
ketiga memperoleh nilai thitung sebesar 2,517 diterima pada taraf signifikansi 5% 
(p<0,05) dan H3 diterima. Artinya apabila terjadi kenaikkan pada kesadaran merek 
menyebabkan kenaikkan pada ekuitas merek. 
 












Sugiyarti.  L 100080151. Effect Of Brand Image Of Brand Equity mediated 
by Brand Awareness (Quantitative Descriptive Study on FM 
Radio Listeners Solo at SMAN 2 Surakarta). Faculty of 
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of Surakarta.  
 
Establishment of a brand image is critical in the effort to build brand 
equity. For images that are captured, unwitting, and trusted by consumers. The 
purpose of this study was to describe the influence of brand image on the 
formation of brand awareness and brand equity in FM Radio listeners Solo 
Surakarta. The research method used explanatory research. The population in this 
study were all students of SMAN 2 Surakarta. The number of samples taken in 
this study of 60 people (respondents). Aside from using quota sampling technique. 
Test research instrument validity and reliability. Data were analyzed using path 
analysis (path analysis). The results showed that: 1) Brand image has positive 
influence on brand awareness. The first hypothesis testing results gained by 3.632 
tcount accepted at 5% significance level (p <0.05) and H1 accepted. That is, the 
better the image of the brand, the higher the brand awareness of the respondents; 
2) Brand image has positive influence on brand equity. Results of testing the 
second hypothesis gain of 6.963 tcount accepted at 5% significance level (p 
<0.05) and H2 accepted. That is a unique brand image, strong and preferably will 
bring the brand to be in a strategic position in the memory of consumers to 
increase brand equity; 3) Brand awareness effect on brand equity. The third 
hypothesis testing results gained by 2.517 tcount accepted at 5% significance level 
(p <0.05) and H3 accepted. This means that if there is an increase in brand 
awareness led to an increase in brand equity.  
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